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Introduction 
 

Welcome to The Beginner's Guide to 
Inbound Marketing. Whether you're new 
to inbound marketing or just looking to 
close a few knowledge gaps, we're glad 
you downloaded our guide.  

By now, we've all heard how valuable—
even essential—inbound marketing can 
be for growing sales and finding new 
customers. Whether your current 
sentiment leans more toward enthusiasm 
or trepidation, there's no way around the fact that inbound marketing is far more 
complex field than it first seems.  

Diving in without a sense for what it's like can be overwhelming, and building a 
marketing strategy that provides real value takes both savvy and hard work, but fear 
not—we're here to help!  

We hope you'll find this to be one of the most helpful inbound marketing resources 
available.  

What are we waiting for? Let's dive in! 

 

Tony Shannon 

President, RiseFuel 
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The Beginner's Guide to Inbound Marketing 
 

Everyone seems to be talking about inbound marketing. If you’re just getting your feet 
wet, you may wonder if it’s worth the time and resources to learn this methodology 
and apply it to your marketing. 

Inbound isn’t anything exotic or complicated.  

In fact, you have probably been exposed to a number of inbound marketing strategies 
and tactics under a variety of circumstances. 
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According to Hubspot, an authority in the industry, inbound marketing focuses on 
attracting customers through relevant and helpful content.  

Potential customers come across such content and find you through channels like 
blogs, search engines, and social media. 

The content adds value at every stage in your customer's buying journey, building 
trust and relationships along the way. It takes them from being a visitor on your 
website to a paying customer and even an advocate for your brand. 

You have experienced inbound in action if you have engaged with a brand by reading 
a blog post, sharing contact info to download a piece of content, or clicking through 
a marketing email. 

Unlike outbound marketing (e.g., cold calling, spam emails), inbound isn’t about 
fighting for potential customers’ attention.  

 

 

 

http://www.risefuel.com/
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With inbound, you attract high-quality leads and turn them into customers by building 
trust and credibility for your business using content designed to address the 
problems and needs of your ideal audience. 

Most important of all, inbound is about creating marketing that people love. 
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Chapter 1: Why Inbound? 
 

Whether you’re selling B2B or B2C, you’ve probably noticed that today’s buyers are 
in the driver’s seat. 

They don’t like being sold to and they want to be empowered with the right 
information to make their purchasing decisions. 

They tend to do quite a bit of research online before engaging with a vendor and you 
want to “catch” them early on in this process by getting found.  

 

 

Inbound is about creating a customer-centric experience to support this buying 
process. It’s about winning over customers by pulling them in and empowering them 
with the right information. 
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From the dollars and cents 
perspective, inbound marketing is 
also more cost-effective than 
outbound marketing: 

• 46% of marketers have 
reported higher ROI with 
inbound marketing, compared 
to 12% for outbound. 

• 59% of marketers said inbound 
produces higher quality leads, 
vs. 16% for outbound. 

• Businesses that rely on the 
inbound methodology save 
more than $14 for every newly 
acquired customer. 

• Inbound leads cost 61% less on 
average than outbound leads. 
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Chapter 2: The Essentials of a Successful Inbound 
Strategy 

 

Inbound marketing consists of four stages – attract, convert, close, and delight.  

It’s a customer-centric framework that helps orchestrate multiple touch points and 
organize your content production and promotion efforts. 

 

 

Later in this guide, we’ll look into each of these stages in detail and how to 
optimize your strategies. 

Right now, just keep in mind that at each stage, your goal is to provide value through 
high-quality, educational content – in the right place at the right time and with the 
right messaging – to build trust and relationships with your audience so they’ll 
progress to the next stage in the customer journey. 

Inbound marketing has a systematic approach and is proven to work for a wide variety 
of businesses and industries. 

 

http://www.risefuel.com/
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Although its flexible framework allows you to create a strategy that’s unique to your 
needs, there are some fundamental components you need in order to succeed in 
inbound marketing. 

After you have these foundational elements nailed down, you’ll be able to create 
effective and sustainable results: 

 

1. Buyer Persona 
Since inbound marketing is a customer-centric approach, the buyer persona is the 
foundation that will inform subsequent strategies and decisions. 

It helps you define who your ideal customers are so you can drive high-quality traffic 
to your website, attracting visitors who are most likely to become leads and turn into 
happy customers. 

According to Hubspot, a buyer persona is a semi-fictional representation of your ideal 
customer based on market research and real data about your existing customers. 

It should include information about customer demographics, behavior patterns, 
challenges, motivations, and goals.  

A detailed buyer persona will give you the structure and insight to help you determine 
where to focus your marketing resources, how to tailor your messaging, what kind of 
content to create, and how to position your offerings so you can attract the most 
valuable visitors, leads, and customers. 

 

http://www.risefuel.com/
https://www.risefuel.com/more-and-better-leads
https://blog.hubspot.com/marketing/buyer-persona-definition-under-100-sr
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To create a buyer persona, you need to: 

• Research your past/current customers and prospects. Ask questions about 
their demographics, goals, challenges, etc.  

• Remember to focus on their motivations, not just their actions. 

• Identify trends in your data and look for commonalities and similarities among 
the answers you’ve gathered. 

• Based on the trends, create persona profile stories that contain information 
about your ideal customers in a way that relates to your products or services. 

Take this opportunity to uncover common objections they may have. Make the 
persona relatable by using real quotes you’ve gathered from interviews to 
understand how they talk about their goals and challenges in their own words. 

You may have a few types of customers (e.g., different stakeholders in a B2B 
purchasing process) and in that case, you’ll have to create multiple buyer 
personas to address the different audience segments. 
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2. Buyer’s Journey 
The buyer’s journey illustrates the active research process that prospects go through 
before making a purchasing decision. 

It’s made up of three stages – awareness, consideration, and decision.  

They illustrate the buying process from your customers’ perspective and help you 
identify the kind of content and messaging best suited for the audience: 

• Awareness stage – the prospect is experiencing the “symptoms” of their 
problems or opportunities. They’re doing research to better understand the 
issue, frame the problem, and give it a label. 

• Consideration stage – the prospect has identified the problem or opportunity 
and is researching about possible solutions. 

• Decision stage – the prospect has identified a solution strategy and is 
compiling a list of available vendors so they can make a decision. 
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3. Content Map – Content + Context 
A content map combines buyer personas and buyer’s journey to help you decide 
what content to create at each stage and the best channels through which to promote 
your content. 

It gives context to the content pieces so you can effectively position and promote 
them to maximize their impact. 
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4. Content Promotion and Distribution Strategy 
After you’ve invested the time and effort to create a piece of content, you need to 
make sure your target audience will consume it. 

Identify the right distribution techniques and appropriate channels so you can reach 
your ideal customers at the right moment.  
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Chapter 3: Driving Traffic and Attracting Prospects 
 

You need different strategies during the four stages of inbound marketing to deliver 
the right message to the right audience. 

At the “attract” stage, focus on capturing your target audience’s attention and driving 
traffic to your website.  

 

 

Search Engine Optimization (SEO) 
SEO is essential for generating high-quality traffic to your website at the attract stage. 

When you optimize your website for keywords that your ideal audience will enter into 
the search engine regarding the topic of your expertise, it’ll show up in the search 
results and you’re more likely to get found. 

Since these people “raise their hands” and want to learn about the topic, they’re more 
likely to become high-quality leads that will turn into customers. 
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SEO can be a big hairy topic and thanks to the 
ever-changing algorithms, it’s a moving target.  

As search engine algorithms become more 
sophisticated, SEO is way more than just 
“stuffing” keywords. 

Search engines look for relevant and useful 
content that readers spend time reading.  

A well-designed and engaging user experience 
that encourages visitors to explore your 
website signals to search engine that it’s relevant. 

In order to create content that is attractive to your ideal customers, you need to start 
with research. 

 

Revisit your buyer persona(s), put yourself in their shoes, and list out keywords or 
phrases that they’d use in online searches. 

Pay attention to how they frame the problem or ask the questions. Refrain from using 
labels and jargons that visitors in the “attract” stage aren’t even aware of. 

 

http://www.risefuel.com/
https://blog.hubspot.com/marketing/seo-friendly-blog-post-checklist-ht
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Use this list of keywords or phrases to inform your on-page SEO, making sure they’re 
included in page titles, descriptions, headings and content, image title and alt text, as 
well as URL. 

In addition, search engines determine a webpage’s relevance by evaluating the 
amount and quality of internal and external links in the content. You’ll get extra “SEO 
juice” if you have links from authority sites pointing back to your pages. 

If you’re a brick-and-mortar business, don’t forget to optimize for local SEO, which 
helps you rank high in local searches and get the attention of people looking for 
products or services in your geographic location. 

For eCommerce merchants, listing products on Google Shopping is a great way to 
get in front of shoppers who are already searching for the products you offer. 

 

http://www.risefuel.com/
https://blog.hubspot.com/marketing/seo-site-keyword-optimize-ht
http://www.wordstream.com/link-building
https://www.risefuel.com/local-seo-services
https://www.google.com/intl/en/retail/solutions/shopping-campaigns/#?modal_active=none
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Content Marketing 
Sharing relevant and valuable content is a critical component in inbound marketing. 

No matter how good your strategies are, they won’t serve their purposes if you don’t 
have a meaningful message to deliver to your visitors, leads, customers, and 
promotion partners. 

Content is what allows search engines to find you, attracts people to your site, turns 
them into leads, converts them into customers, and turns them into advocates.  

Even though blogging is the most common form of content marketing, it’s not the 
only format. 

You can deliver content in many ways, such as emails, landing pages, social media 
posts, infographics, videos, eBooks, Kindle books, and online courses. 
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Content has a very important role in inbound marketing. It builds trust and 
relationships while using appropriate calls-to-action to move prospects to the next 
stage in the buyer’s journey. 

During the attract stage, content is likely to be delivered in the form of blog posts or 
videos, optimized for SEO and promoted via social media. 

In the convert stage, you can use a “lead magnet” to generate leads. Visitors will 
provide you with their contact information in 
exchange for a piece of valuable content. 

During the close stage, you’d nurture 
relationships with your subscribers via email 
marketing to turn them into customers. 

Last but not least, you’d continue to delight your 
customers and turn them into advocates using 
high-quality personalized content and 
outstanding customer support. 

Keep in mind that content marketing is a long 
game. You have to put in consistent efforts over 
time for it to work for your business. 

 

http://www.risefuel.com/
https://blog.hubspot.com/marketing/content-marketing-strategy-guide
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Even the best content marketers need 6 – 12 months to see results. However, when 
you’ve gained traction, the impact will grow exponentially. 

Your content is your business’s asset that continues to work year after year. A lot of 
seasoned content marketers are still driving a large portion of traffic to their websites 
with blog posts they created years ago. 

If you’re just starting out with content marketing effort, keep your other promotional 
tactics, e.g., paid advertising, and use them to drive traffic to your content so you can 
gain traction more quickly. 

 

How to Create Effective Content That Converts 
The Internet has changed how people engage with brands. Just being the biggest 
and loudest won’t win you customers. 

Instead, you need to capture readers’ attention by creating content that’s relevant and 
valuable to a specific audience. 

First, consider the purpose of the content – what business objective is it fulfilling? E.g., 
drive traffic to your website or turn visitors into leads. 

Next, what format will you use? E.g., blog post, case study, video, infographic, 
whitepaper, calculator or worksheet, webinar, checklist, template, eBook, research 
report, and slide deck. 

http://www.risefuel.com/
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Choose a format that’s best 
suited for your materials, your 
distribution channels, and 
resources available at your 
disposal. 

Most important of all, consider 
how your audience prefers to 
get their information. After all, 
your content won’t serve its 
purpose if it doesn’t get 
consumed. 

Your audience is busy so make 
it easy for them to take action 
on the content. A 300-page 
eBook may look impressive 
(and stroke your ego!) but it 
won’t do any good if it’s 
collecting dust on your 
prospect’s hard drive.  

Make sure the format is delivering your content in an accessible and digestible way 
tailored to your audience’s preferences. 

 

 

 

E.g., if they are visual learners, or if they favor Pinterest, an infographic could be a 
great choice. If they prefer to read, blog posts or eBooks could work well.  
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Of course, you have to choose the right topic to create content for. 
Remember the content map we talked about earlier? When you put your buyer 
personas and their customer journey together, you’ll come up with topic ideas that 
are relevant to their needs and meet them where they’re at. 

Great content is insightful and educational. It helps solve your audience’s problems 
and challenges. It’s solution-based, not product-based. It’s helpful, not sales-y. 

 

The focus of your content also depends on the stages of the buyer’s journey you’re 
targeting: 

• Awareness stage: focus on the problem or opportunity faced by your 
prospects. It should be informative and educational. 

• Consideration stage: focus on the solution to the problem. 

• Decision stage: focus on the specific products or services that will deliver the 
solution. 

http://www.risefuel.com/
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Content Distribution and Promotion 
When you hit publish, your work isn’t done. In fact, it’s just getting started! 

 

Most seasoned content marketers spend 20% of their time creating content and 80% 
of their time distributing and promoting the content to ensure that it gets in front of 
the right audience and drives quality traffic to their websites. 

Revisit your buyer personas and consider where they get their information. Focus on 
sharing your content on those channels to get the most exposure to your target 
audience. 

There are many ways to distribute your content and here are a few ideas: 

• Send an email to your list. 

• Post multiple times on social media and test different copy. 

• Syndicate content on authority sites. 

• Reach out to influencers. 

• Submit posts to content community (e.g., inbound.org, growthhackers.com.) 

• Make it easy for readers to share your content (e.g., Click to Tweet, “Pin It” 
button.) 

• Use paid ads and remarketing. 

• Repurpose content on platforms such as LinkedIn Pulse or Medium. 

 

http://www.risefuel.com/
https://blog.bufferapp.com/content-promotion
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Don’t forget to analyze your traffic sources to find out which ones are most effective 
in attracting visitors that engage with your content.  

You can easily do so by going to your Google Analytics dashboard and pulling the 
referral sources report. 

 

Content distribution helps you maximize the “shelf life” of your content – extending 
its reach, amplifying its impact, and increasing engagement. 
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Chapter 4: Turning Visitors into Leads 
 

At the “convert” stage, visitors are checking out your website and content. Take this 
opportunity to capture their information so you can continue the conversation to build 
trust and relationships with them. 

 

Lead Magnet 
Back in the days, you can simply say, “sign up for our newsletter!” and people would 
happily hand over their email addresses. 

Not anymore – nobody wants more 
random newsletters in their already 
cluttered inboxes!Nowadays, you’d 
have to offer something of value to 
entice visitors to share their contact 
information. 

This kind of content is often called a 
“lead magnet”.  

Lead magnets can come in many shapes and forms, such as eBooks, checklists, video 
training, email series, guides, templates, original data or research, whitepapers, 
SlideShare presentations, podcasts, infographic, and webinars. 

 

http://www.risefuel.com/
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To generate high-quality leads, a lead magnet needs to address the particular 
problem or challenge you can solve for your prospects.  

You don’t have to cover a lot of ground. Instead, focus on one aspect of the issue you 
can solve with one digestible piece of content so your prospects can experience the 
results you can create for them. 

Choose a format that suits your materials and the learning style of your audience – 
the presentation should be professional but it doesn’t have to be complicated. 

Don’t forget to include a call-
to-action to take your leads 
further down the buyer’s 
journey. 

Just like any piece of content, 
if you build it they probably 
won’t come! You need to put 
your lead magnet in front of 
your prospects in as many places as possible: 

• Feature it on your homepage. 

• Put it on your website’s sidebar. 

• Install a lead capture mechanism, such as a light box (pop-up), scroll box, “hello 
bar,” or exit intent to show the opt-in offer at strategic times and locations. 

• Promote it inline within a blog post. If you have a particularly popular post, you 
can create a “content upgrade” to generate leads more effectively. 

• Mention it on your social media profiles. 

• Create dedicated landing pages, which is one of the most effective ways to get 
visitors to sign up for your list. 

 

Landing Page 
A landing page is designed to accomplish one objective and one objective only – to 
turn a visitor into a lead. 

Visitors are directed to focus on the only action they can take on the page – signing 
up for the lead magnet – without other distractions (e.g., navigation elements, other 
calls-to-action.) 

 

http://www.risefuel.com/
https://backlinko.com/increase-conversions
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If you’re doing paid advertising to target multiple audience segments with different 
messaging, you can create a series of landing pages each with slightly different copy 
to match the message on the ads.  

Many businesses have multiple lead magnets and landing pages that allow them to 
deliver a seamless user experience by showing the most appropriate messaging to 
visitors. 

In fact, a HubSpot research has found that companies with 30 or more landing pages 
generate seven times more leads than companies that have less than 10 landing 
pages. 

The centerpiece of a landing page is a form for gathering information from your 
visitors.  

Generally speaking, you want to make it easy for visitors to sign up so the less 
information you ask for, the higher the conversion rate. 
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However, there are some good reasons to request more information, depending on 
your business objectives. 

For many B2B marketers, there’s tremendous value in getting additional information 
on a prospect’s role or company size for effective segmentation. 

In that case, a couple of extra fields can help set you up for success down the line. 

 

Besides a form, there are other essential components of a successful landing page: 

• Write a clear, concise, and action-oriented headline. 

• Include a clear explanation of the offer with an emphasis on the value or 
benefits. 

• Remove all navigation elements or links to other pages/sites. 

• Make sure the form length (i.e., number of fields or details required) mirrors the 
value of your offer. 

• Include a relevant image or short video. 

• Make sure your call-to-action button is prominently displayed. 

• Add social sharing icons. 
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Thank You Page 
After your prospects have signed up for your lead magnet, they’ll be directed to a 
“thank you” page. 

This page gives you a great opportunity to present the next step to the newly 
converted leads while they’re excited about your products or services. 

Although some web forms allow you to set up an inline thank you message, it’s often 
not as effective as re-directing visitors to a thank you page on which they can get 
additional content and information about your business. 

Here are some essential components of an effective thank you page: 

• Deliver promised content offer and restate the value of this offer. 

• Display navigation elements – it could be your website navigation menu or 
specific links to pages you want to highlight. 

• Provide additional content that moves new leads into the next stage of the 
buyer’s journey. 

• Include social sharing options. 

 

 

 

http://www.risefuel.com/
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Chapter 5: Closing the Deal 
 

Ultimately, you need to be making sales in order to be in business. That means turning 
your leads into customers. 

The leads you’ve generated so far have opted in to hear from you, so now is the time 
to show up, reach out, and cultivate that relationship. Keep in mind that first and 
foremost, you should be adding value every step of the way.  

 

Email Marketing 
We hear this a lot: isn’t email dead? 

Well, would you consider a marketing strategy that can generate a 4,400% ROI dead? 

That’s right, email marketing easily has the highest ROI among the many inbound 
marketing tactics.  

We aren’t talking about spamming people or buying lists. We’re talking about sending 
emails to people who have opted into your list and using a series of emails to nurture 
these leads. 

Here are some email marketing stats you can’t ignore: 

• 77% of consumers prefer email for marketing communications. 

• 91% of consumers check their email daily. 

• 76% of marketers say they use email more than they have in the past. 

 

The key to effective email marketing is sending the right email to the right person at 
the right time by: 

• Determining your audience. 

• Segmenting your contact database (e.g., by role, company size, email opens, 
past engagement.) 

• Sending the right content that corresponds to their interaction with your brand 
or their customer journey. 

• Determining the goal of the email and including an appropriate call-to-action. 

• Encouraging engagement and interactions. 

http://www.risefuel.com/
https://www.campaignmonitor.com/company/annual-report/2016/
https://blog.hubspot.com/marketing/executive-guide-effective-lead-nurturing
https://blog.hubspot.com/marketing/executive-guide-effective-lead-nurturing
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Focus your email marketing on nurturing your leads. When you help them grow or do 
something better, they’re more open to buying from you or having a conversation 
with your sales reps. 

Besides “how-to” content, you can also share customer testimonials, case studies, or 
new product features to push your “hot” leads over the fence. 

Don’t forget to analyze your metrics and A/B test your emails to find out what works 
best for your audience.  

 

http://www.risefuel.com/
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Omnichannel Personalization 
You can now use personalization technologies to leverage the vast amount of 
customer data available to you and deliver the most relevant content or offers to your 
prospects and customers. 

 

A single customer view is the foundation of omnichannel marketing.  

It enables the delivery of a seamless and personalized experience across all 
customer touch points, such as email, social media, website, mobile app, call center, 
and physical location in real-time. 

 

http://www.risefuel.com/
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Each customer interaction with your brand informs the kind of content or offer you 
can deliver to take the prospect another step closer to conversion. 

Here are some ideas for using omnichannel personalization to close the deal: 

• Use personalized website content to show relevant products a prospect has 
viewed or may be interested in. 

• Segment your email list and send content or offers most relevant to a specific 
user group. According to HubSpot, personalized emails improve click-through 
rates by 14% and conversion rates by 10%. 

• Use triggered email campaigns to follow up with your prospects based on their 
interaction with your brand. 

• Use remarketing campaigns or Facebook retargeting ads to show prospects 
products they have viewed or content they’d be most interested in.  

• Use email retargeting to follow up with subscribers who have engaged with 
your email campaigns. 

 

http://www.risefuel.com/
https://www.betaout.com/learn/9-effective-examples-of-triggered-email-campaigns/
https://conversionxl.com/blog/email-retargeting-not-just-for-websites-display-networks-anymore/
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http://www.risefuel.com/
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Chapter 6: Cultivating Loyalty and Advocacy 
 

For most businesses, the cost 
of acquiring new customers 
and clients is often much 
higher than that of retaining 
existing ones. 

Inbound marketing, with its 
focus on building trust and 
relationships through 
consistently delivering high-
value content, is well suited 
to maintaining and 
augmenting customer 
relationships. 

(That’s why SaaS companies, 
which rely heavily on 
customer retention to be profitable, are big fans of the inbound methodology.) 

Loyalty and advocacy are built on innovation, communication, and education.  

It’s critical to deliver an outstanding customer experience by listening to your 
customers, innovating your products and services, letting them know about the 
improvements, and providing valuable content. 

 

Customer-Exclusive Content and 
Offers 
Make your customers feel special by 
sending them exclusive in-depth content or 
inviting them to customer-only webinars. 

In addition, send them emails about 
exclusive offers, discounts, or access to new 
products that are relevant to them. 

 

 

http://www.risefuel.com/


 

 

     

RiseFuel's Beginners Guide to Inbouhd Marketing 

37 Copyright 2017 RiseFuel www.risefuel.com  

Customer-Only Communities 
You can set up groups on social 
media for your customers to connect 
and share information with each 
other. 

These communities not only foster 
loyalty but also allow you to listen in 
and gain insights on how you can 
improve your products and dial-in 
your messaging. 

In addition, some active communities can double-duty as customer support. Loyal 
customers often jump in to answer questions and offer suggestions.  

You do need to monitor these interactions to make sure questions get answered 
accurately. 

 

Customer Reviews 
88% of consumers trust online reviews as much as a personal recommendation while 
conversion rate increases as the number of reviews goes up. 

 

http://www.risefuel.com/
https://www.forbes.com/sites/jaysondemers/2015/12/28/how-important-are-customer-reviews-for-online-marketing/#477db66c1928
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Getting reviews from your customers not only helps deepen their relationships with 
your brand but also provides you with the user-generated content that helps engage 
visitors. 

You can send triggered email campaigns to customers who have recently made a 
purchase and ask them to leave a review.  

Some brands offer a loyalty point system to reward customers for doing so. 

 

 

 

 

 

http://www.risefuel.com/
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Customer Support 
Simply having a contact form or a 1-800 number on your website is no longer enough.  

Customers expect to get support from touch points of their choice whenever they 
need it. 

In addition, many people switch channels (or “screens”) halfway through a task and 
they expect to pick up where they’ve left off when interacting with brands. 

The single customer view that makes omnichannel personalization possible can also 
help you deliver an omnichannel customer care experience. 

 

Some common touch points through which you can offer customer support include 
live chat, social media, phone, email, in-store, and mobile app. 

“Self-service” is another customer service trend – people like to find answers to their 
questions whenever and wherever they want without waiting for someone to get 
back to them. 

Creating content such as FAQ or knowledge base will allow you to provide a 
frictionless customer experience to these customers. 

 

 

 

 

 

 

http://www.risefuel.com/
https://blog.hubspot.com/marketing/omni-channel-user-experience-examples
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Chapter 7: A Timeless Principle Powered by Data 
 

We’ve talked about many strategies, tactics, and tools in this guide.  

New marketing technologies are emerging every day and it can be overwhelming at 
first when it comes to implementing the inbound methodology. 

But don’t worry. The inbound methodology isn’t about using a specific piece of 
software or implementing one immutable tactic. 

The guiding principle is actually quite simple – to create marketing that people love. 

It starts with a tool we all have – empathy. 

 

http://www.risefuel.com/
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It’s built on something we all know how to do – relating to others and being helpful. 

Unlike traditional marketing, inbound marketing is agile and measurable. 

John Wanamaker once said, “Half the money I spend on advertising is wasted; the 
trouble is, I don't know which half.” 

With inbound marketing aided by today’s technologies, we can put this quote to rest. 

The well-structured inbound methodology takes the guesswork out of many 
marketing activities. You don’t have to wonder what to do first and what to do next. 

You can track (almost) all your marketing dollars. The data and analytics give you 
valuable insights to fine-tune your strategies so you can create messaging and 
customer experience that are both on-brand and effective. 

Not to mention, the inbound methodology is very scalable. You can start small and 
work your way up as you grow, using data gathered along the way to improve your 
strategies and maximize your ROI. 

Depending on your budget, you can gradually build a team or work with an agency 
to get access to experts who are up-to-the-minute with the latest and greatest in the 
discipline. 

Inbound marketing is only going to become more effective, now that more 
businesses have recognized its effectiveness and are investing more resources to 
fine-tune the methodology.  

Don’t miss the boat… Hop on board now and find out how inbound marketing can 
impact your bottom line. 

 

 

 

 

 

 

 

 

 

 

 

http://www.risefuel.com/
https://www.risefuel.com/inbound-marketing-charlotte-usa
https://www.risefuel.com/inbound-revenue-calculator
https://www.risefuel.com/inbound-revenue-calculator
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About RiseFuel 
 

 

 

RiseFuel is a search marketing agency drawing on years of experience from within 
the world of digital marketing and in business operations.  

Our clients have found that this helps us partner more closely with our clients and see 
clearly their vision and this aids us in creating opportunities and successful results. 

The RiseFuel team is a diverse group of highly talented individuals, all born with 
special marketing powers. Yes, really. Our mission is clear and simple: we are going 
to save marketing; one client at a time.   

Operating out of our office in Charlotte, North Carolina, and working with clients all 
over the United States, we are the future of website design, social media 
engagement, search marketing, and web/mobile development. 

Comprised of the best and the brightest, each member of the RiseFuel team was 
recruited for their love of all things digital and their drive to always finish first.  

We’ve gathered a new generation of strategic and creative digital leaders into our 
ranks.  

Our number will continue to grow as highly qualified and ambitious professionals, 
armed with fresh perspectives continue to find and join our culture and our cause.   

  

 

 

 

 

 

 

http://www.risefuel.com/
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HubSpot Silver Certified Agency Partner  
 

 

 

We are delighted to be a HubSpot Silver HubSpot Certified Agency Partner.  

This means that we have been acknowledged as delivering "inbound marketing 
services to the highest standards".  

As one of the fastest growing HubSpot Silver Certified Agency Partners, we're 
dedicated to ensuring your success.  

By utilizing tools like HubSpot you are able to have complete transparency with the 
progress of campaigns. 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.risefuel.com/
https://www.risefuel.com/hubspot-marketing-automation-software
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We’re Accountable for Results 
 

We don’t shy away from setting clear goals for performance and holding ourselves 
accountable for delivering results.  

You won’t ever have to wonder whether our strategies are working or hope that you’re 
getting a valuable return on your investment.  

We offer clear reporting and communication so that you can see exactly how our 
strategies are working. 

 

 

Interested? Schedule a 15-minute chat with Tony to explore how we 
could help you reach your revenue goals. 

 

 

  

 

 

http://www.risefuel.com/
https://app.hubspot.com/meetings/tony52/15-minute-chat-with-tony
https://www.risefuel.com/free-ebook-inbound-marketing-charlotte-2
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